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PENGARUH eWOM SOURCE, RETAILER SOURCE, 
USEFULNESS, EASE OF USE TERHADAP PURCHASE 
INTENTION MELALUI ATTITUDE PADA KONSUMEN 
LAZADA DI SURABAYA 
 
ABSTRAK 
 
E-WOM Source, Retailer Source merupakan sumber informasi 
yang bisa dimanfaatkan oleh konsumen untuk mengetahui informasi 
tentang produk yang akan dibeli. Usefulness dan Ease of Use sendiri 
adalah sebagai persepsi konsumen tersebut dalam penggunaan suatu 
teknologi, apakah mempermudah konsumen dalam berbelanja dan 
menghemat waktu konsumen. Keempat variabel ini yang nantinya 
akan membentuk sikap konsumen, dimana sikap yang dihasilkan 
akan menimbulkan niat untuk membeli.  
Penelitian ini bertujuan untuk menguji pengaruh e-WOM 
Source, Retailer Source, Usefulness, Ease of Use terhadap Purchase 
Intention melalui Attitude pada konsumen Lazada di Surabaya. 
Sampel yang digunakan sebanyak 150 responden. Penelitian ini 
menggunakan teknik analisis SEM dengan bantuan program LISREL 
8.70. Hasil penelitian menunjukkan bahwa e-WOM Source, Retailer 
Source, Usefulness, Ease of Use memiliki pengaruh positif terhadap 
Attitude. Kemudian Attitude juga memiliki pengaruh yang positif 
terhadap Purchase Intention. 
 
Kata Kunci: E-WOM Source, Retailer Source, Usefulness, Ease of 
Use, Attitude, dan Purchase Intention 
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EFFECT OF E-WOM SOURCE, RETAILER SOURCE, 
USEFULNESS, EASE OF USE TO PURCHASE INTENTION 
THROUGH ATTITUDE ON LAZADA CONSUMERS IN 
SURABAYA 
ABSTRACT 
 
E-WOM Source, Retailer Source is a source of information that 
can be utilized by consumers to find information about the product to be 
purchased. Usefulness and Ease of Use itself is as a consumer perception in 
the use of a technology, whether make it easier for consumers to shopping 
and save consumer time. These four variables will form consumer attitude, 
where the resulting attitudes will cause intention to buy.  
  This study aims to examine the effect of e-WOM Source, Retailer 
Source, Usefulness, Ease of Use to Purchase Intention through Attitude on 
consumers Lazada in Surabaya. The sample used is 150 respondents. This 
study uses SEM analysis technique with the help of LISREL 8.70 program. 
The results showed that e-WOM Source, Retailer Source, Usefulness, Ease 
of Use has a positive influence on Attitude. Then Attitude also has a positive 
influence on Purchase Intention. 
 
Keywords: E-WOM Source, Retailer Source, Usefulness, Ease of Use, 
Attitude, and Purchase Intention 
 
